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Under network transactions, only a few of our existing laws and regulations are 
suitable. So they can not protect online consumers’ legitimate rights and interests 
properly. Therefore, some domestic online trading platform like Taobao.net have 
launched some consumer protection services, such as no reason to return in seven 
days, three times compensation etc. Since the protection services for online shopping 
consumers were launched in 2007, people are paying more and more attention to it. 
On one hand, it can help enterprises to attract consumers; on the other hand it will 
increase the operating costs of the enterprises. So it can be said as a double edged 
sword. Only the enterprises make a good use of the sword carefully, can they 
increase sales and earn money at the same time.  
In this paper, I investigate the influences of different types of online shopping 
protection services on consumer purchase intentions, and consider an important 
factor that the product prices are different under different types of online shopping 
security services. After this research, I get the conclusion: the service of no reason to 
return in seven days has a positive impact on increasing consumer purchase intention. 
Even if the product’s price is higher, consumers are still able to maintain a higher 
purchase intention. The study also find out that the three times compensation service 
has a good effect on increasing the purchasing intention of high-value products, but 
the result of low-value products is opposite. These conclusions provide some useful 
references for online enterprises to better understand the influences of the online 
shopping services on consumer purchase intention.  
 

















目  录 
 
1 绪论...................................................................................................................1 
1.1 研究背景 .........................................................................................................1 
1.2 研究意义 .........................................................................................................2 
1.3 研究目的 .........................................................................................................3 




2 文献综述 .........................................................................................................6 
2.1 网上购物消费保障服务 .................................................................................6 
2.1.1 消费保障服务诞生的背景及发展现状................................................6 
2.1.2 消费保障服务的种类及定义................................................................7 




2.3 本章小结 .......................................................................................................13 
3 研究设计 .......................................................................................................14 
3.1 研究模型 .......................................................................................................14 
3.2 研究假设 .......................................................................................................14 
3.3 研究方法 .......................................................................................................19 
3.4 实证研究的范围及对象 ...............................................................................23 
3.5 研究变量定义及测量 ...................................................................................24 
3.6 问卷设计 .......................................................................................................24 
4 实证研究 .......................................................................................................25 














4.2 描述性统计分析 ...........................................................................................25 
4.2.1 样本回收情况......................................................................................25 
4.2.2 样本信息统计......................................................................................27 
4.3 量表的信度和效度分析 ...............................................................................28 
4.3.1 信度检验..............................................................................................28 
4.3.2 效度检验..............................................................................................28 
5 假设检验 .......................................................................................................31 
5.1  7 天退货服务与消费者保障服务的比较...................................................31 
5.2 假一赔三服务与消费者保障服务的比较 ...................................................34 
5.3 假一赔三服务与 7 天退货服务的比较 .......................................................37 
5.4 假设结果整理与讨论 ...................................................................................39 
6 研究结论和建议 .........................................................................................42 
6.1 研究结论 .......................................................................................................42 
6.1.1 七天退货保障服务是提高顾客网络购买意愿的有力武器..............42 
6.1.2 假一赔三服务在提高顾客对高价值产品的购买意愿时效果较好..43 





























Chapter 1  Introduction......................................................................................1 
1.1 Background .....................................................................................................1 
1.2 Meaning ...........................................................................................................2 
1.3 Purpose.............................................................................................................3 
1.4 Research Ideas.................................................................................................4 
1.4.1 Method ....................................................................................................4 
1.4.2 Contents ..................................................................................................4 
1.4.3 Structure ..................................................................................................5 
Chapter 2  Literature Review...........................................................................6 
2.1 Online Consumer Protection Services...........................................................6 
2.1.1 The Background of the Birth of Consumer Protection Services.............6 
2.1.2 Definition and Types of Consumeer Protection Services .......................7 
2.2 Online Consumer Purchase Intention...........................................................9 
2.2.1 Concept of Purchase Intention ................................................................9 
2.2.2 Measurement of Purchase Intention......................................................10 
2.2.3 Influencing Factors of Purchase Intention ............................................11 
2.3 Summary........................................................................................................13 
Chapter 3  Research Design ............................................................................14 
3.1 Research model .............................................................................................14 
3.2 Hypothesis......................................................................................................14 
3.3 Method ...........................................................................................................19 
3.4 Scope and Object of The Empirical Study..................................................23 
3.5 Definition and Measurement of Variables ..................................................24 
3.6 Questionnaire Design....................................................................................24 
Chapter 4  The Empirical Analysis ..............................................................25 














4.2 Descriptive Statistical Analysis ....................................................................25 
4.2.1 Sample Received...................................................................................25 
4.2.2 Statistics of The Sample Information....................................................27 
4.3 Reliability and Validity Analysis of The Questionnaire.............................28 
4.3.1 Reliability Test ......................................................................................28 
4.3.2 Validity Test ..........................................................................................28 
Chapter 5  Hypothesis Test..............................................................................31 
5.1  No Reason to Return in Seven Days Service Compare to Consumer 
Protection Service ...............................................................................................31 
5.2  Three Times Compensation Service Compare to Consumer Protection 
Service ..................................................................................................................34 
5.3 No Reason to Return in Seven Days Service Compare to Three Times 
Compensation Service ........................................................................................37 
5.4 Results and Discussion..................................................................................39 
Chapter 6  Conclusion and Recommendations ........................................42 
6.1 Conclusion .....................................................................................................42 
6.2 Marketing Recommendations to Online Sellers.........................................44 
6.3 Research Defect and Prospects ....................................................................46 
6.3.1 Research Defect ....................................................................................46 

























物。根据艾瑞咨询 2011 年 2 月发布的数据显示，2010 年中国网络购物市场交













































































































































































第 4 部分，实证研究。利用统计软件 SPSS 对数据进行分析，并分析和说
明所得到的结果，采用的分析方法主要有：描述性统计分析、相关分析、因子
分析、方差分析等。 
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